The target of this study is to shed light into an unexplored area in the marketing literature by (1) identifying the factors contributing to the formation of a relationship revitalization effect of e-WoM in an e-commerce context, and (2) exploring the relationship between re-vitalization effect of e-WoM, current brand loyalty, current brand satisfaction level and old brand satisfaction level. The sample was chosen among the ex-customers of 3 e-retailers in Turkey and 150 customers responded to the survey. Model testing was done through Structural Equation Modeling (SEM) method. Results of the study indicate that re-vitalization of the relationship between the customer and his/her old brand through the e-WoM communication is the function of Tie Strength between the customer and e-WoM message source (sender), the satisfaction level with the old brand before leaving the brand and the brand loyalty level towards the current brand purchased. Brands need to employ e-WoM communication before ex-customers become loyal to their current brand.
In this perspective, this study targets to shed light on a unexplored are in the marketing literature by testing a model to (1) identify the factors contributing to the formation of a relationship re-vitalization effect of e-WoM in an e-commerce context, and (2) understand the relationship between re-vitalization effect of e-WoM, current brand loyalty, current brand satisfaction level and old brand satisfaction level.
In the following sections, WoM, customer loyalty and customer satisfaction literature has been reviewed, antecedents and consequences of WoM communication have been determined; conceptual framework and the associated hypothesis have been presented; research methodology has been explained and finally the paper has been concluded with the review and discussion of the results including the explanation of managerial implications.
Literature Review

WoM Communication and Consumer Behavior
Since the beginning of consumer markets, interactional processes have played an important role in mediating individual behavior of consumers . WoM communication, an important interaction source (Gilly et al. 1998) , can be defined as a person-to-person non-commercial conversation about a product, service or
The last group of factors, argument qualities, consists of message characteristics of e-WoM communication. This group of factors is related with the perception of customers about the quality of information he/she receives as a result of e-WoM communication (Negash, 2002) . Bhattacherjee and Sanford (2006) define the argument quality as "persuasive strength of arguments embedded in an informational message". Argument quality construct is composed of relevance of the message, timeliness level, accuracy level, and finally, comprehensiveness. Relevance of the information refers to the availability and being easily accessible (Nah and Davis, 2002) . Timeliness level concerns with the current and up-to-date (Madu & Madu, 2002) . Consumers' perception of the correctness of the information plays an important role in their evaluation of eWoM communication. This is reflected with the Accuracy variable (Wixom & Todd, 2005) . Consumers look for more detailed information which will facilitate their decision making on the issue (Sullivan, 1999) . Thus, comprehensiveness is another important factor which plays a role in the effectiveness of e-WoM communication.
Review of the existing literature clearly shows that there is a lack of studies which exclusively focus on the effects of e-WoM on relationship re-vitalization of ex-customer of an e-retailer brand and there are no any well-constructed and empirically supported models which explain the phenomenon.
Brand Satisfaction and Brand Loyalty
Three important factors, namely rapidly changing social and economic environment, more sophisticated and demanding consumer population and aggressive competition, force managers to create strong brands in order to cope with these challenges. Being a strong brand requires the delivery of a value, which is superior than those delivered by the competitors, as well as being perceived as unique compared to them. A natural consequence of this is the more favorable reaction of consumers towards the marketing program of the brand (Keller, 1993) and their attitudinal and behavioral loyalty. This unique position of the brand in the mind of consumer is measured by the CBBE construct. Aaker (1991) identified the components of CBBE as "brand awareness, associations linked to the brand, perceived quality, and brand loyalty". CBBE is determined by the strength of these four components in the mind of the consumer.
The most important component of the CBBE, the brand loyalty, can be defined from both behavioral and attitudinal perspectives (Javalgi and Moberg, 1997) . Behavioral loyalty is defined as "the continuous purchase of a brand's products and services over a time period" (Yi and Jeon, 2003) . Oliver (1997) defines attitudinal loyalty as "the commitment of consumers to rebuy or re-patronize a preferred product or service consistently". When a consumer becomes a loyal customer to a brand, he/she applies filters to the communication efforts of the competitive brands as well to other
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To have a loyal customer base, the most critical pre-requisite is the brand satisfaction. Thus, customer satisfaction is a strategic requirement for all customer centric companies (Mittal and Kamakura, 2001 ). Customer satisfaction is defined as the "customers' overall evaluation of the performance of an offering to date" (Boulding 1990 ). Fornell (1992) states that the accumulation of these experiences leads to a general judgment about a brand and this in turn supports the creation of the loyalty towards the brand. When customers become satisfied with the brand, they become less sensible to price increases (Anderson, 1996) and show more propensity to spread the positive word of mouth about the brand (Söderlund, 1998) . This shows the strong relationship between customer satisfaction and brand loyalty.
Conceptual Framework and Hypothesis
This present study goes one step further from the focus of the existing literature and aims to identify the contributing factors to the E-WoM Re-Vitalization Effect, as well as its relationship with Old Brand Satisfaction, Current Brand Satisfaction and Current Brand Loyalty. The first factor in the proposed model, which is called tie strength, shows the relationship level between E-WoM source and receiver. Previous research reports the positive effect of tie strength between source and receiver on the effectiveness of WoM communication (Bansal & Voyer, 2000; Granovetter, 1973; Stafford, 1966) .
Based on the results of the existing literature, we extend this positive relationship towards the re-vitalization effect of E-WoM communication and present the following hypothesis: H 1 . Higher the tie strength between the source and receiver, the higher will be the re-vitalization effect of E-WoM communication.
The second group of factors, namely personal factors, includes receivers' own expertise level on the subject and his/her perceptions related to the expertise level of the E-WoM source (sender). Previous research focused on the relationship between the expertise level of the receiver and the effectiveness of WoM communication. Results of the previous research were inconclusive, and no significant results have been found (Bansal & Voyer, 2000; Gilly et al. 1998 ). However, we believe that this relationship still needs further investigation and should be investigated based on re-vitalization effect of e-WoM communication. In this perspective, the following hypothesis is presented:
H 2 . Higher the expertise level of the receiver on the subject, the lower will be the re-vitalization effect of E-WoM communication.
Previous research reports the positive effect of source expertise on the effectiveness of WoM communication (Bansal & Voyer, 2000; Gilly et al. 1998; Bone, 1995; von Wangenheim & Bayo´n, 2004) . Based on the results of the existing literature, we extend this positive relationship towards the re-vitalization effect of e-WoM communication and present the following hypothesis: H 3 . Higher the perceived expertise degree of the sender, the higher will be the revitalization effect of E-WoM communication.
The fourth factor in the proposed model, Risk Perception, is the overall perception of the receiver derived from the decision context and includes functional, financial, social or psychological risks. Previous research confirms that there is a positive relationship between the risk perception and the effectiveness of the WoM communication (Arndt, 1967; Bansal & Voyer, 2000; von Wangenheim & Bayo´n, 2004) . Based on the results of the existing literature, we extend this positive relationship towards the re-vitalization effect of e-WoM communication and present the following hypothesis:
H 4 . Higher the perceived risk of the receiver, the higher will be the re-vitalization effect of E-WoM communication.
The fifth factor, argument quality, is composed of four dimensions including relevancy, actuality, accuracy and comprehensiveness (Cheung & Thadani, 2012; Xu & Yao, 2015) . Previous research confirms that there is a positive relationship between the level of argument quality and the effectiveness of the e-WoM communication (Cheung & Thadani, 2012; Xu & Yao, 2015; Zhang, & Watts, 2008; Ferren & Watts, 2008) . Based on the results of the existing literature, we extend this positive relationship towards the re-vitalization effect of e-WoM communication and present the following hypothesis:
H 5 . Higher the argument quality perception of the receiver, the higher will be the re-vitalization effect of E-WoM communication.
3.2. Relationship between Current Brand Satisfaction, Current Brand Loyalty, Old Brand Satisfaction and E-WoM Re-Vitalization Effect.
Previous research confirms the positive relationship between the customer satisfaction and brand loyalty in B2C and B2B contexts (Lam et al. 2004; Msallam, 2015; Hallowell, 1996) . Customer satisfaction is also found to be effective on the estore loyalty (Anderson & Srinivasan, 2003; Harris & Goode, 2004) . Based on the results of the existing literature, we present the following three hypotheses: H 6 . Higher the customer satisfaction level with the current brand, the higher will be the brand loyalty towards the current brand.
H 7 . Higher the customer satisfaction level with the current brand, the lower will be the re-vitalization effect of E-WoM communication.
H 8 : Higher the customer satisfaction level with the old brand, the higher will be the re-vitalization effect of E-WoM communication.
When customers keep having high satisfaction levels, they become loyal customers, and this leads to lower propensity for switching the brand (Reichheld & Sasser, 1990) . Loyal customers have smaller sizes of consideration sets and these customers continue to make their purchases from the same brands (Sambandam & Kenneth, 1995) . Based on the results of the existing literature, we extend this positive relationship towards the re-vitalization effect of e-WoM communication and present the following hypothesis:
H 9 . Higher the customer loyalty level towards the current brand, the lower will be the re-vitalization effect of E-WoM communication.
Research Methodology
Data
The sample was chosen among the ex-customers of 3 e-retailers in Turkey and 150 customers responded to the survey and all included into the analysis as a part of the subject group. The research data were collected by using an instrument including fivepoint Likert and bipolar scales which were taken from corresponding literature. The validity and reliability check of the scales were done through confirmatory factor analysis (CFA) and reliability analysis. Testing of the hypotheses in the conceptual model were done through Structural Equation Modeling (SEM) method, a multivariable statistical method (Byrne, 2010) . The analysis was conducted using AMOS and SPSS statistics programs.
Study Design
The study consisted of three stages. In the first stage of the study, the first research instrument was distributed to the subject group. Respondents were asked to fill out this questionnaire which was composed of statements measuring customer loyalty scores and customer satisfaction level both for their current e-retailer brand and old eretailer brand.
In the second section of the study, the second research instrument was distributed to the subject group. The instrument of the second section was composed of three parts. In the first part of the research instrument, respondents were presented with one paragraph long case where it was stated that they need to purchase a laptop and they have three different e-retailer brands (Current E-Retailer, Ex-E-Retailer, and Independent E-Retailer). In the second part, respondents were shown a sample customer forum web page which included the evaluations and comments of different customers regarding the three e-retailer brands. Different types of respondent comments were provided in the forum and most of the comments were stating the superior performance
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In the third section of the study, respondents filled out the statements measuring the relationship re-vitalization effect of e-WoM communication.
Operalization of Variables
The research model includes the determinants of e-WoM re-vitalization effect including five e-WoM factors, current brand loyalty, current brand satisfaction, and old brand satisfaction.
E-WoM Factors Contributing to the Re-Vitalization Effect of e-WoM Communication
The items are based on previous research and are modified somewhat to better fit the context of the study. Since all the original measurement scales used are in English, statements are translated from English to Turkish and reworded again.
Perceived Expertise was measured with a multi item, five-point semantic differential scale. Although there are several versions of the measure (Tripp et al. 1994 ), Netemeyer and Bearden's (1992) five item scale was used in this study. The internal reliability measure of the scale is reported as 0.94 (cronbach alpha) by Netemeyer and Bearden (1992) .
Tie Strength was measured by several researchers, but in this study Frenzen and Davis's (1990) scale was used. In their study tie strength was measured by 5 items resulting in Cronbach's alpha of 0.93 representing internal reliability. All of the items regarding tie strength were measured using 5-point Likert-type scales.
Perceived Risk variable was measured by employing two different scales which measure financial and performance risks associated with the product. Financial risk was measured by borrowing the scale used by Grewal, Gotlieb, and Marmorstein (1994) which is the modified version of Shrimp and Bearden's (1982) original financial risk scale. Bearden and Shrimp (1982) used a three-item, nine-point scale. Grewal, Gotlieb, and Marmorstein (1994) added the last item to the original study by Bearden and Shrimp (1982) . All versions of the scale are reported to be reliable ranging between 0.86 and 0.72.
Receiver Expertise was measured by employing Netemeyer and Bearden's (1992) five items semantic differential scale. Authors reported 0.94 (cronbach alpha) internal reliability score for this scale.
The scale which is validated by Larasati and Yasa (2017) is used in the measurement of argument quality. Authors reported 0.875 (cronbach alpha) internal reliability score for this scale.
4.3.2. Other Variables (E-WoM Re-Vitalization Effect, Brand Loyalty, Customer Satisfaction) E-WoM re-vitalization effect construct was measured by adopting the 3 bipolar semantic scale employed by the study of Bansal and Taylor (2002) .
A multidimensional scale which is developed and validated by Yoo and Donthu (2001) validity is reported by Yoo & Donthu (2001) . Only statements measuring the brand loyalty were employed in this study. Finally, customer satisfaction construct was measured by adopting the six items five-point Likert type scale developed by Oliver (1980) . 4.3.3. Scale Validity and Reliability To check the construct validity, Confirmatory Factor Analysis (CFA) was conducted including 29 variable items following the data purification (Anderson & Gerbing, 1988 ). CFA resulted in adequate level fit indices including χ2/DF =1.425, CFI=0.935, IFI=0.937, RMSEA= 0.059. The CMIN/DF ratio resulted below the threshold level of 3 and all other fit indices including RMSEA were at the acceptable levels (Bagozzi & Yi, 1990) . Table 1 shows the standardized factor loadings of each 29 variable items. According to the results, factor loadings are satisfactory and all significant. Table 1 
. Confirmatory Factor Analysis Results
In addition to construct validity, convergent validity of the scales was also checked by calculating average variance extracted (AVE) values. Table 2 shows calculated AVE scores which are above the 0.5 threshold level except one value, hereby confirming the convergent validity (Byrne, 2010) . The comparison between the square roots of AVE scores (diagonals in the table) and correlation of components confirms the discriminant validity of the scales. Additionally, composite reliability and Cronbach α score resulted in acceptable levels are also included in the table confirming the reliability of the scales (Fornell & Larcker, 1981) . Table 2 . Construct Correlation, AVE and Reliability
Findings and Discussion
Structural Equation Model with maximum likelihood estimation method was used to test the hypotheses of the research study. The evaluation of the structural regression model was made using goodness of fit indices. Goodness of fit indices include the absolute fit indices, χ2 statistic and the root mean square error of approximation (RMSEA), and, the relative goodness of fit indices, the comparative fit index (CFI) and the incremental fit index (IFI) (Akgün, et al. 2014) . Table 3 shows the results of the hypothesis testing with four accepted hypotheses. Statistically significant relationships were reported between Tie-Strength and ReVitalization effect (H1), Current Brand Satisfaction and Current Brand Loyalty (H5), Current Brand Loyalty and Re-Vitalization Effect (H7) and Old Brand Satisfaction and Re-Vitalization Effect (H8).
Table 3. Results of the Hypothesis Testing
The results of the study confirm the positive relationship between Tie-Strength and e-WoM re-vitalization effect in compliance with the previous findings on the relationship between tie strength and effectiveness of e-WoM communication (Bansal & Voyer, 2000; Granovetter, 1973; Stafford, 1966) . On the other hand, testing the relationship between other factors included in the research model and e-WoM revitalization effect did not produce any statistically significant results. Receiver's expertise did not produce any significant effects on e-WoM re-vitalization effect and this is in line with the inconclusive results in the literature on the relationship between Receiver's Expertise and E-WoM effectiveness (Bansal & Voyer, 2000; Gilly et al. 1998) . Although existing literature confirms the positive effect of Sender's Expertise, Risk Perception and Argument Quality on the effectiveness of e-WoM communication, a similar significant relationship could not be found in this study between these factors and e-WoM re-vitalization effect. Thus, in the context of the relationship between determinants of an effective e-WoM communication and e-WoM revitalization effect, Tie Strength is reported as the only determinant.
Parallel to the existing literature, the results of the study confirm the positive effect of Current Brand Satisfaction on Current Brand Loyalty (Lam et al. 2004; Msallam, 2015) . However, the results did not confirm a statistically significant effect of Current Brand Satisfaction on E-WoM re-vitalization effect. On the other hand, Current Brand Loyalty is found to be negatively effective on the e-WoM re-vitalization effect. This is the extension of the findings in the current literature on the relationship between the brand loyalty and customer retention (Reichheld & Sasser, 1990; Sambandam& Kenneth, 1995) . Finally, satisfaction from old brand is found to be positively effective on the e-WoM re-vitalization effect. This is also an extension of the previous findings between satisfaction and customer loyalty (Hallowell, 1996) .
The results of the study confirm that re-vitalization of the relationship between the customer and his/her old brand through the e-WoM communication is the function of Tie Strength between the customer and e-WoM message source (sender), the satisfaction level of customer with the old brand before leaving the brand and the brand loyalty level of customer towards the current brand purchased. These findings lead to important managerial implications for the brands who wish to re-target their excustomers.
First, the findings of the study clearly indicate that the strength of the relationship between the message source and the customer is an important determinant of the eWoM re-vitalization effect. Thus, brands who wish to re-acquire their ex-customers may think of developing strong referral programs to establish and sustain networked customers to maximize the tie strength effect in case of need for re-targeting the customers.
Secondly, since the positive effect of customer satisfaction regarding the old brand is also a determinant of the effectiveness of e-WoM revitalization, brands should always look for the ways to prevent high level of complaints among the customers who decide to switch the brands. To prevent the total break-up forever and even negative word of mouth, brands should always try to compensate for customers taking into consideration the future re-targeting opportunities and a second chance.
Third, the results of the study confirm the negative effect of the current brand loyalty on the e-WoM re-vitalization effectiveness. On the other hand, another finding shows that there is no significant effect of current brand satisfaction on the e-WoM revitalization effectiveness. These results indicate that once the customer's current brand loyalty is sustained, it is difficult to re-acquire the customer via the e-WoM communication. Another indication of the results is that, when the customer is satisfied with the current brand; this does not affect negatively the e-WoM re-vitalization effect. Thus, brands need to take necessary actions before customers become loyal to their current brands because once the loyalty relationship is established; it may become more difficult for old (previous) brands to re-vitalize the relationship via e-WoM communication.
Conclusion
This study provides important contributions to the marketing literature. However, there is a need to underline some limitations of the study in terms of generalizability. First, there are some limitations regarding the representativeness of the sample. Three eretailer brands are included in the study. An extended number of e-retailers and higher number of subjects may be included into the study to reach to a more representative sample of the population. Moreover, the research is conducted in İstanbul. This may be extended to other cities or geographical areas to increase the representativeness. Another limitation of the study is that it includes only Turkish consumers without any generational perspective. To increase the generalizability, a cross-country and crossgenerational comparison may be included in the future studies to reach at more generalizable results.
